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Abstract
This study evaluated characteristics of food blogs and food bloggers that potentially affect food
choices. It was hypothesized that most food bloggers would not have a nutrition-related degree
and food blog environments wouldn’t be supportive of health-conscious food choices. A crosssectional study was conducted using a novel evaluation tool on 187 blogs, out of which 100
blogs met inclusion criteria. Because some blogs had multiple bloggers, two samples were
investigated: 111 bloggers (n1 = 111) and 100 food blogs (n2 = 100). Data were gathered from a
randomized list of blogs taken from americanfoodbloggers.com. Results showed that 6% of
bloggers had a nutrition-related degree, 28% of blogs were health oriented, 24% of blogs
provided nutrition facts, 56% of blogs had recipe rating systems, and 94% of blogs published
sponsored content. The study suggested that food blogs and food bloggers may not promote
healthy food choices. However, more research is required.
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Chapter One: Introduction
Background
The advent of the Internet and social media has influenced the various ways in which
information is received and disseminated. This developing pattern of communication in our
society is shifting from one-to-one to one-to-many, allowing for all kinds of content to reach
millions at the click of a button. Communicating and sharing information via the Internet is no
longer passive but, instead, interactive through readership comments and the ability to share
content with friends and family (Helm & Jones, 2016). Any individual who has basic technology
skills can create and share content in various forms, such as blogs (web logs), websites, and
social media posts. Blogs are Internet-based journals with dated entries. Many individuals have
made an online presence through blogging, the act of writing content for a blog. It is estimated
that more than 184 million people share content through blogs and that the number of individuals
who have ever viewed blog content could be as high as 346 million people (Ho & Chang Chien,
2010). The Internet has created a nearly free avenue of expression that gives any content creator
a virtual listening ear. Many advantages have come with these technological advances, but it is
also important to be aware of any potential disadvantages that can have lasting effects.
The Pew Research Center (2018) found that 88% of U.S. adults use the Internet. Another
Pew Research Center survey in 2012 found that 72% of adult Internet users go online to obtain
information on their health issues (as cited in Fox, 2014). Because the Internet publishes any
content without regulation for credibility of authorship, users of the Internet need to be selective
in the content they consume. Ho and Chang Chien (2010) published a study indicating that a
source credibility model, including expertise, trustworthiness, and attractiveness, influences
online message trust. Expertise refers to the credentials of the information source,

trustworthiness is the degree of trust a reader has in the message from the communicator, and
attractiveness refers to the physical attractiveness of the communicator (Ho & Chang Chien,
2010). Another study explored women’s perceptions of usefulness on various characteristics in
healthy eating blogs and found that the most useful features were recipes, hyperlinks, and
references (Bissonnette-Maheux et al., 2018). The women also reported that interaction between
the blogger and reader created a stronger personal connection that encouraged better dietary
practices. Other aspects including perceived usefulness, perceived ease of use, perceived visual
attractiveness of the website, enjoyment, and knowledge sharing have also been found to
influence one’s attitude toward blogging and intention to use blogs (Davis, Bagozzi, & Warshaw,
1989; Hsu & Lin, 2008; van der Heijden, 2003). These aspects potentially increase readers’ trust,
but they do not in any way indicate the accuracy of the content provided. However, it cannot be
ignored that an increasing number of individuals have access to a growing body of content
distributed from both credible and non-credible sources.
The most recent Academy of Nutrition and Dietetics (Academy, 2011) nationwide
survey, which measured attitudes and behaviors towards diet and health, reported that only 1% of
respondents obtained nutrition information from registered dietitians/registered dietitian
nutritionists (RD/RDN). The annual International Food Information Council (IFIC) Foundation
Food and Health Survey (2015), which also tracked nationwide consumer health behaviors,
reported that only 6% of respondents reported seeing an RD/RDN to improve the healthfulness
of their diet (as cited in Goldberg, Tanskey, Sanders, & Smith Edge, 2017). These statistics
indicate RDs/RDNs are not being fully utilized as qualified nutrition professionals because
individuals are seeking nutrition information elsewhere. One study (n = 1139) reported that 89%
of Americans go online for recipes (BlogHer, 2012). The same study found that 87% of
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respondents cooked recipes from online recipe sites and 55% cooked recipes from food blogs
(BlogHer, 2012). A smaller study (n = 583) found that the most common resources for recipe
ideas were family and friends (71%), food community websites (45%), and cookbooks (41%). In
that same study, 30% of participants had used food blogs as a meal idea resource (Doub, Small,
Levin, LeVangie, & Brick, 2016). Food blogs typically contain posts with recipes and
individuals’ cooking practices. Improving the healthfulness of one’s diet ultimately translates
into food choice and food preparation. A 2010 Harris Poll suggested that as many as 40% of
Americans prepared meals at home at least five times per week (as cited in Goldberg et al.,
2017). From a health perspective, it is important for the cook in the home to have access to
credible sources that provide nutritionally balanced recipes.
According to the Academy (2011) nationwide survey previously mentioned, 67% of
respondents chose television as their top source of nutrition information and 40% chose the
Internet. Few studies have examined recipes from these sources, but the results have shown the
potential problem of using them for sound nutrition information. Silva, di Bonaventura, Byrnes,
and Herbold (2010) examined 204 recipes from two 30-minute cooking shows on the Food
Network using a Healthy Recipe Index scoring system based on recommendations from the 2005
Dietary Guidelines for Americans. After averaging the scores, all recipes were found to be less
than healthful and excessive in saturated fat, sodium, and calories (Silva et al., 2010). Another
study analyzed the nutritional content of 96 entrée recipes from six popular food blogs and
compared the results to recommendations from the 2010 Dietary Guidelines for Americans
(Schneider, McGovern, Lynch, & Brown, 2013). The recipes were found to be sufficient in
calories but excessive in saturated fat and sodium. This analysis did not consider desserts, side
dishes, and beverages, which may contribute more calories, sodium, and fat in a meal. The study

3

also discussed the importance of knowing the nutritional limitations of popular food blogs and
suggested that the use of colorful photographs may emphasize appearance over nutritional value.
From this research, we learn that television and the Internet do not always provide recipes that
are compliant with recommended guidelines, which can have detrimental health effects on those
who regularly use these sources.
Studies have analyzed the nutritional content of recipes, but less is known about the food
bloggers who create the content. The educational background and motivation of popular food
bloggers have not been examined in previous research. Little is known about why these
individuals share recipes and whether they are shared with a health-oriented purpose. Gaining a
better understanding of this demographic and the associated blogs/websites may provide more
insight into the overall online environment of recipe sharing and perhaps manifest ways in which
this practice of dissemination can be improved.
Purpose and Objectives
The purpose of this qualitative study was to evaluate the characteristics of food blogs and
credentials of food bloggers that potentially affect food choices. The overall objective was to
obtain a basic profile of popular U.S. food bloggers and their associated blogs based on the
content that is published for all viewers to see. Interpretation of study results may open a
dialogue on ways to improve this channel of information dissemination and how health
professionals can better educate their clients on using Internet recipes. Primary aspects evaluated
included the purpose of the blog, whether the recipes had nutrition facts and ratings, and whether
there was any industry-sponsored content. A list of popular food blogs was retrieved from
americanfoodbloggers.com and randomized before data collection. The study specifically
recorded the number of food bloggers with an educational background in nutrition or dietetics.
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Findings may help RDs/RDNs and other health professionals become aware of the disconnect
between dietary guidelines and access to credible sources of recipes.
Research Hypothesis
It was hypothesized that most of the analyzed food bloggers would not have the RD/RDN
or other nutrition-related credentials and that this group would have created food blog
environments that were not necessarily supportive of health-conscious food choices. This
hypothesis was tested by analyzing qualitative data on credentials of the bloggers, the stated
purpose of the blog/website, inclusion of nutrition facts with recipes, presence of industrysponsored blog posts, and the use of recipe review rating systems. The lack of nutrition-related
credentials, absence of a health-oriented blog purpose, the lack of nutrition facts with recipes,
and the inclusion of industry-sponsored posts and recipe review rating systems will support the
hypothesis.
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Chapter Two: Literature Review
Blog Credibility
Determining quality indicators and evaluating the credibility of blogs has been conducted
in previous research. One study aimed to identify quality indicators for blogs and podcasts by
administering a survey to an international cohort of health professions educators (Lin et al.,
2015). Thirteen quality indicators categorized into the domains of credibility, content, and design
met at least a 90% consensus. Transparency regarding conflicts of interest was the only quality
indicator that had 100% consensus for both blogs and podcasts. Other quality indicators in the
credibility domain included the identity of the author, distinctions made between fact and
opinion, cited references, content congruency with cited references, transparency of the
material’s creation and intent, distinctions made between advertisement and content, and
qualifications of the author. Identifying quality indicators most important to health professions
educators may help to develop standards for the creation of high-quality blogs and podcasts. In
2016, the Academy published a practice paper addressing guidelines and best practices for using
social media that aligned with the organization’s ethical code of conduct (Helm & Jones, 2016).
One study conducted a content analysis on nutrition-related blogs (n = 75) and found that
most did not meet characteristics that indicate credibility (Le & Finn, 2016). Study authors
analyzed blog content for credentialed authors, disclaimers, references, and promotional products
or services. The study found that 62.7% of the blogs had a RD/RDN or Doctor of Medicine
among its authors. Evidence-based references from RD bloggers were more prevalent compared
to non-RD bloggers (60.9% vs. 44.8%). However, only 54.6% of the blogs that cited references
were from peer-reviewed sources. Twenty-eight percent of the blogs did not offer services, and
58% received compensation. The study concluded that even blogs authored by qualified
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professionals may not meet credibility criteria and recommended a need for nutrition
professionals to maintain an ethical code of conduct when contributing information on blogs. An
older study from the American Journal of Public Health also analyzed characteristics of health
blogs and bloggers (n = 951) and found approximately half of the bloggers worked in the health
field, and most were female and highly educated (Miller & Pole, 2010). Sponsors compensated
15% of the blogs, and commercial advertising was displayed on 28.1% of the blogs. The study
found that health blogs typically used features such as internal and external links, comment
sections, and archives. The health blogs’ content seemed to be more personal than informational
and was utilized to build emotional support among other bloggers and readers. More research on
the quality and usefulness of health and nutrition-related blogs is needed.
RD/RDN Credential
In the United States, all RDs/RDNs are nutritionists, but not all nutritionists are
RDs/RDNs. The RD/RDN credential is legally protected. Using either credential requires the
individual to complete a rigorous education program accredited by the Accreditation Council for
Education in Nutrition and Dietetics (ACEND), the accrediting agency for the Academy (Ansel,
2014). The RD/RDN credential can be used interchangeably; the only difference is preference.
ACEND accredits education programs for RD/RDNs and dietetics technicians, registered.
ACEND meets national standards set by the U.S. Department of Education and is a reliable
authority on the quality of nutrition and dietetics programs (Academy, 2018b). The Academy is
the largest organization of food and nutrition professionals with over 100,000 credentialed
practitioners (Academy, 2018a). These professionals are committed to improving the nation’s
health in various settings, including health care systems, home health care, foodservice, business,
research and educational organizations, private practice, and public health organizations
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(Academy, 2017a). In addition to accredited coursework, every RD/RDN intent must complete
an accredited, supervised practice program or internship (minimum 1,200 hours), pass a national
registration exam administered by the Commission on Dietetic Registration, and complete
professional educational requirements to maintain registration (Academy, 2017).
With the amount of education and supervised practice required, RD/RDNs become
competent and knowledgeable in the areas of food and nutrition and are trained to advise others
with the goal of positive health outcomes. In this study, the backgrounds of food bloggers were
explored to find out the proportion of food bloggers with the RD/RDN credential. Culinary
training and other food-related experience of bloggers were also gathered. Individuals who have
completed a culinary program are competent in food preparation and cooking techniques but do
not receive in-depth education concerning nutritional biochemistry and metabolism.
Understanding the influence of foods in the body after they are consumed is essential to
recommending foods that will optimize health. RD/RDNs are qualified to give such
recommendations.
Purpose of Blog
Every blog is created with a purpose. In this study, the various purposes of the food blogs
were analyzed using content from the “about” section of the blog. Researchers of this study
wanted to understand better why food bloggers maintain a blog and whether those bloggers had a
health-oriented purpose. BlogHer (2012), the leading cross-platform media network for women
social media leaders, conducted a study on the influence of online content on food-related
decisions. The study surveyed a BlogHer Visionaries Panel consisting of 949 women. Ninetyfive percent of BlogHer Visionaries shared recipes on the Internet. When asked about their “food
personality,” 31% of BlogHer Visionaries claimed to be health focused, which was simply
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defined as “Eat to live, don’t live to eat…but eat well!” However, these results need to be
interpreted with caution. The study was not published in a peer-reviewed journal, and the study
methods were not described in detail. The number of food bloggers within the BlogHer
Visionaries sample is not clear because social media is not limited to food blogging. Because the
study was conducted by an organization of online content creators, inherent bias or conflict of
interest may have influenced study results. Regardless of these unknowns, no other studies with
such a robust sample size could be found assessing bloggers. This demonstrates that more
research needs to be done.
Nutrition Labeling
In the United States, the Nutrition Labeling and Education Act of 1990 required many
foods regulated by the U.S. Food and Drug Administration (FDA) to provide nutrition
information on the packaging (FDA, 1994). Restaurants were exempt from these regulations.
However, as part of the Patient Protection and Affordable Care Act of 2010, the FDA now
requires food establishments with 20 or more locations to disclose calorie information on menus
in addition to other labeling changes (FDA, 2014). The compliance date for menu labeling began
May 7, 2018 (FDA, 2018). Because more individuals are purchasing foods away from home, the
new regulation is meant to create more transparency for consumers to make more informed food
choices. However, reviews on the efficacy of menu labeling are inconclusive (Fernandes et al.,
2016; Vanepps, Roberto, Park, Economos, & Bleich, 2016). Qualitative health symbols seemed
to be more effective than quantitative (calorie count) methods of menu labeling. Overall, labeling
in institutions such as hospitals seemed to influence more positive health choices than in other
food establishments like sit-down restaurants. However, more long-term studies need to be
conducted to understand fully the impact of menu labeling in the United States. One study
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focusing on millennial-age respondents indicated strong support for the inclusion of nutrition
information on menus using mobile tablet technology (Yepes, 2015). Not all food establishments
use tablets for menus, but the overwhelming support from the millennial generation for nutrition
information is notable.
Online recipes and traditional cookbooks are not required to include nutrition
information. It is traditionally thought that cooking meals at home is healthier than dining out,
but preparing healthy meals is dependent on the recipes used. Howard, Adams, and White (2012)
conducted a study comparing the nutrient content of recipes from bestselling cookbooks by UK
television chefs to premade ready meals sold by UK supermarkets. The study used World Health
Organization (WHO) guidelines and found that both groups tended to be high in fat, saturated
fat, protein, and sodium; low in carbohydrates; and within the recommended range for sugar. The
WHO guidelines include 15 recommended ranges for macronutrients, but this study chose the
seven most important nutrients (proteins, carbohydrates, sugars, sodium, fats, saturated fats, and
fiber) and their recommended ranges to evaluate the recipes/meals. Overall, the UK television
chef recipes were less healthy than the ready meals and were found to have significantly more
energy, protein, fat, and saturated fat, and less fiber (Howard et al., 2012). A 2017 study took this
data and compared it to an original cross-sectional study of the energy and macronutrient content
of 5,237 main meal recipes from the food website Allrecipes.com (Trattner, Elsweiler, &
Howard, 2017). The study authors’ overall conclusion was that the Internet-sourced recipes were
less healthy than UK television chef recipes and ready meals from leading UK supermarkets.
Only six Internet recipes were found to comply fully with the selected WHO recommendations
as replicated from the original 2012 study. The Internet recipes were more likely to meet the
WHO guidelines for protein but less likely to meet the guidelines for fat, saturated fat, and fiber.
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From these studies, it is evident that mainstream sources of recipes are not always compliant
with nutritional recommendations. If one objective of cooking at home were to eat more
healthily, then it would be helpful for individuals to know the nutrition information of the recipe.
Looking at transparency of nutrition information and specific disclosure of nutrients may also be
reflective of food bloggers’ attitudes toward nutrition and health.
To our knowledge, very few studies compare the recipes of RDs/RDNs to other food
bloggers. One recent study in 2017 compared the nutritional content of vegetarian recipes
between 12 RD/RDN bloggers and 12 bloggers without the credential and concluded there were
few nutritional differences between the groups (Dumas, Lemieux, Lapointe, Dugrenier, &
Desroches, 2017). From each food blog, two entrée recipes were randomly chosen from each
season (n = 192 recipes). The vegetarian recipes from the RDs/RDNs were found to be
significantly lower in vitamin C, non-heme iron, and sodium, but had significantly higher
vitamin D and proportion of protein. More research that includes non-vegetarian recipes is
warranted to support these associations further.
Sponsored Blog Posts and Online Consumer Reviews
The Internet has dramatically changed the way information is disseminated and received.
For many businesses, traditional marketing directly from sellers is no longer as effective as it
used to be (Lu, Chang, & Chang, 2014). Consumers trust word-of-mouth communication from
other consumers more than marketing from sellers (Lee & Koo, 2012). According to a study
from Nielsen, a global provider of consumer behavior information, 92% of global consumers say
that they trust earned media, such as word-of-mouth and recommendations from friends and
family (as cited in Grimes, 2012). Seventy percent of global consumers surveyed indicated that
they trust online consumer reviews, making this medium the second most trusted form of
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advertising after word-of-mouth and family/friends recommendations (as cited in Grimes, 2012).
Bloggers are in the ideal position to help companies market their products by sharing in-depth
product reviews and opinions. According to Huang (2015), different types of readers’ trust is
earned when bloggers share honest information and opinions on products as well as selfdisclosure of personal information. From a marketing standpoint, this medium can be an
effective advertising tool. Companies are increasingly using social media platforms as
advertising avenues (Forrest & Cao, 2010). Bloggers can be compensated in exchange for
posting a consumer review, but per Federal Trade Commission regulations, they are required to
disclose any sponsorships directly on that post (Forrest & Cao, 2010; Lu et al., 2014).
Transparency of sponsorship information may negatively impact reader attitudes toward a
product, but one study found that the inclusion of “honest opinions” with the disclosure
statement induced stronger credibility perceptions than simply divulging sponsorship (Hwang &
Jeong, 2016). According to BlogHer (2012), 56% of the U.S. population purchase recommended
products from food blogs.
These studies show the advertising power food bloggers can have on consumers. In
addition to influencing purchase behavior, food choice may also be affected. It is challenging to
ascertain whether sponsored food bloggers are honest in their product reviews, but regardless of
their motives, research shows that they can garner strong trust and positive attitudes from blog
readers (Huang, 2015; Hwang & Jeong, 2016; Lu et al., 2014). In addition to blogger product
review posts, most seller websites allow readers to provide a public product review consisting of
text with a numeric rating (such as a star system) for other consumers to read. This is another
form of online consumer review that is becoming more common in the food blogosphere.
Readers can review/rate the published recipes and type comments if desired. Having this
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functionality on the food blog could be another characteristic that may influence food choice. A
2017 study administered online questionnaires to consumers (n = 263) of three popular toy
enthusiast websites and found that most respondents perceive online product reviews as a helpful
tool in learning more about a product and gaining the confidence to purchase it (Yap, Ong, &
Ahmad, 2017). However, no causal relationships were established in this study. Another study
conducted a controlled experiment with participants using a fabricated online shopping website
that incorporated strong-argument reviews and weak-argument reviews with varying quantities
on a variety of products (Lin, Lee, & Horng, 2011). The study found that when online reviews
were of high quality and quantity, there was a positive effect on the purchasing intention of
participants (Lin et al., 2011). Because online consumer reviews are the second most trusted
form of advertising (Grimes, 2012), the present study assessed the presence of a designated
recipe rating function with a numeric rating system as well as company sponsorships. These
characteristics of food blogs may influence food choices.
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Chapter Three: Research Design and Methodology
Hypothesis/Research Aims
The purpose of this qualitative study was to evaluate the characteristics of food blogs and
credentials of food bloggers that potentially affect food choices. It was hypothesized that a
majority of the analyzed food bloggers would not have the RD/RDN or other nutrition-related
credentials and that this group would have created food blog environments that were not
necessarily supportive of health-conscious food choices. This hypothesis was tested by analyzing
qualitative data on credentials of the bloggers, the stated purpose of the blog/website, the
presence of nutrition facts with recipes, the presence of company sponsorships, and the presence
of a rating system for recipes. All data were gathered from published content on eligible food
blogs/websites.
Research Design
A qualitative research method was used, and an online assessment tool was created to
gather new qualitative data. The qualitative data were related to food blogger
credentials/backgrounds, blog purpose, provision of nutrition facts, company sponsorships, and
consumer review systems. Qualitative data were collected from a randomized sample of food
blogs obtained from americanfoodbloggers.com. This website provides a list of American food
blogs that are ranked according to Internet data from alexa.com, an Amazon company that
specializes in Internet data analytics and marketing. Although the blog list from
americanfoodbloggers.com is not the most comprehensive, it is still the largest list available that
was appropriate for this study and was accessible at no additional cost. Before data collection,
the blog list was obtained and randomized. In-person training for one research assistant was
provided, and the assessment tool was pilot tested for test-retest consistency and agreement
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reliability before data collection began. All data were gathered from the published content of the
food blogs. Therefore, approval was not required from an institutional review board. The
principal researcher and one student research assistant performed data collection from November
2017 to January 2018. Data from each completed assessment tool were automatically stored in a
compilation spreadsheet on secure servers. Data collection required a working computer with an
Internet connection. Once data collection was complete, the data were analyzed and organized
for presentation.
Assessment Tool Design
The assessment tool (Appendix) was developed using a Google form, enabling data to be
organized automatically in a spreadsheet for error checks and subsequent analysis. The form
included directions on how to search for specific words in a website and a webpage for efficient
and timely data collection. Specific directions were also included with all assessment questions.
The assessment tool had a total of 23 questions. The first three questions gathered basic
identifiers, and then the following eight questions checked the blog for study eligibility. If any of
the criteria were answered “no,” then any sub-questions as part of the original question were
completed, and then the form was submitted with the remaining questions unanswered. The next
12 questions of the tool assessed the blogger and blog. Questions were related to blogger
credentials/background, gender, stay-at-home status, full- or part-time blogger status, purpose of
the blog, provision of nutrition facts, company sponsorships, and recipe review rating systems.
The assessment tool was pilot tested for test-retest consistency and agreement reliability
using five randomized food blogs. The principal researcher conducted a simple retest protocol
using the five randomized blogs and retested the same blogs one week later. Testing for
agreement reliability was done between two data collectors: the principal researcher and one
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student research assistant. The overall proportion of agreement was calculated by the total
number of agreements (assessment tool responses) compared to the total number of responses,
which is the total number of agreements and disagreements (Fleiss, Levin, & Paik, 2003).
Content of the assessment tool was based on the literature review from Chapter Two. One
limitation of the study was that the assessment tool gathered qualitative information from
published blog content that was subject to change during data collection. Therefore, reliability of
the assessment tool may be affected because bloggers can make changes to their blogs, which is
beyond the control of the researcher. Interpretation of results needs to be read with the
understanding of these limitations.
Website/Webpage Search Methods
Google site search. Site searching using Google was a search engine method that
allowed the user to search for terms within an entire website (Wainwright, 2018). This method
made gathering data more time efficient. In the Google search bar, the user needed to type,
“site:[website URL] [search term]” into the search box. The website URL and search term are
typed without the brackets. There are no spaces on either side of the colon, no backslash after
“.com” and one space between the website URL and the search term. An example of this is
“site:www.budgetbytes.com gluten-free.”
Webpage search. This search method allowed the user to search for terms within one
webpage of a website. When searching for a term on the desired webpage, the user needed to
press and hold the Control key and type the letter “f.” An additional search bar appeared in the
top right corner of the browser. This search bar was separate from the browser’s search bar. The
search term was typed into the new search bar, and then the user pressed the Enter key. The
search term was then highlighted throughout the page and was easier to find.
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Blog Criteria
Food bloggers and blogs appropriate for this study met certain criteria to be eligible for
data collection. This study was interested in looking at American food blogs. The first criterion
for inclusion in the study was that the blog was created in the United States. All blogs listed on
americanfoodbloggers.com claimed to be based in the United States. According to the website,
food blogs can be submitted by anyone to the list for review, but the blog/blogger must be
American, and the focus of the blog must be on cooking, recipes, and/or restaurant reviews
(American Food Bloggers, n.d.). Next, members of the team behind the food blog could not
exceed four individuals. Although this criterion excluded some blogs/websites, a limit needed to
be set to control the complexity of the study. This information was found on the blog’s
introductory pages. The third criterion required blogs to have been created in 2013 or earlier.
Food blogs require time and a working knowledge of technology and the Internet. If the blog had
been in operation for an extended period of time, it had most likely developed stability and a
sizeable following of American readers. Site searching using Google was utilized to find any
blog posts dated in 2013 or earlier. Other criteria included a minimum of one recipe featured on
the home page and new recipes posted the previous two months excluding the current month.
This study wanted to focus on blogs that shared recipes as one of its main purposes. The blog’s
recipes also needed to be appropriate for meals and not solely dessert recipes. And finally, the
blog needed to be a closed platform of recipes where only the food bloggers or invited guests
posted recipes. If the blog did not meet the established criteria, the initial information was
recorded, but the rest of the assessment tool was not completed for that blog.
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Question Directions and Parameters
Education/background. Google site search was used with search terms, “dietetics,”
“dietitian,” “nutritionist,” or other related terms to find any evidence for a RD/RDN credential or
educational degree in nutrition and/or dietetics. Other educational degrees, credentials,
certificates, work experience, or self-taught skills were recorded, if any were stated. Other
general backgrounds, including fitness training, photography, culinary school, healthy nutrition
enthusiast, cooking/food enthusiast, and fitness enthusiast, were also recorded. Multiple
backgrounds could be recorded for one blogger. This information was only sought on the
“about” page, “work with me” page, “contact” page, and other introductory pages where the food
blogger’s backstory is located.
Stay-at-home status. In this study, criteria for a stay-at-home status was defined as (a)
the blogger states he/she is a stay-at-home parent or cares for children full-time, and (b) the
blogger also states he/she has children. If these criteria were met, the assessment tool question
was answered with a “Yes.” The question was answered with “No” if the blogger stated he/she
did not have children, did not mention children, or stated he/she did not primarily stay at home to
take care of children. The question was answered with “Unknown” if the blogger stated he/she
had children but did not indicate a stay-at-home status. This information was only sought on the
“about” page, “work with me” page, “contact” page, and other pages where the food blogger’s
backstory is located.
Full-time or part-time blogger status. The search terms “full-time blogger,” “part-time
blogger,” or similar phrases were used to search the “about” page, other pages where the
blogger’s backstory is located, and any disclosure/privacy policy pages. A full-time blogger
states he/she runs the blog full-time. A part-time blogger states he/she runs the blog part-time or
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explicitly states a second source of income. The question was answered with “Unknown” if the
blogger did not state any of the above information.
Blog purpose. All text from the “about” page or other sections referring to the blog’s
backstory was copied and pasted into the answer box. This information was qualitatively
analyzed afterwards for themes and final categories.
Nutrition facts. A Google site search was used to find the three most recent entrée/side
recipes. The recipe post was searched for nutrition facts, which were typically found at the end of
the recipe in either a list form or a nutrition label form. Examples of nutrition facts include total
calories, total fat, saturated fat, carbohydrates, vitamins, and minerals. The question allowed the
data collector to choose the number of recipes out of the three that had nutrition facts. If nutrition
facts were found, the next question asked the data collector to identify the nutrition facts that
were given. A total of 27 different nutrition facts were listed for the data collector to select that
included calories, macronutrients, vitamins, and minerals.
Recipe rating system. Data collectors were instructed to find an entrée/side recipe
featured on the home page of the blog and to click into the post. After clicking on the recipe post,
a recipe rating review option was searched for on the post and was typically found towards the
end where comments are posted.
Sponsored posts. To determine whether a blog/blogger published company-sponsored
posts, a Google site search was done using the search terms “sponsored,” “compensation,”
“compensated,” “ambassador,” or similar terms. Using these search terms enabled the data
collector to identify evidence of company-sponsored posts. The data collector was also instructed
to search for any disclaimer policies regarding this subject. The question was answered “Yes” if
sponsored posts were found and/or the blog’s policy allows sponsored posts. The question was
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answered “No” if sponsored posts were not found, and/or the blog’s policy explicitly stated that
company-sponsored posts were excluded from the blog.
Data Analysis
Data analysis included descriptive statistics of sample characteristics. Bar charts and pie
charts were created using Microsoft Excel to provide a visual representation of the different
variables. Qualitative analysis was conducted on introductory content from each blog to
determine themes and patterns. Words or phrases were pulled from blog content utilizing a threestep process with the “cut and paste” method (AbuSabha et al., 2018). The first step identified
select phrases that were then coded with corresponding themes. There were a total of 63 initial
themes. In the second step, the themes were reorganized and condensed, resulting in a total of 43
themes. The third and final step involved organizing the themes around major categories. This
final step resulted in six final categories, including family cooking/home cooking, share cooking
experiences/product and restaurant reviews, specialty recipes, general healthy eating/health and
wellness, plant-based diets, and special diets. Further discussion of these categories is found in
Chapters Four and Five.
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Chapter Four: Research Results
Assessment Tool Reliability
Prior to gathering data, the assessment tool was pilot tested for test-retest consistency and
agreement reliability utilizing the principal researcher and one student research assistant. Five
randomized food blogs were utilized for these tests. The retest protocol conducted by the
principal researcher produced consistent results with 100% agreement. The agreement reliability
between the two raters was determined by calculating the overall proportion of agreement, which
is the total number of agreements (from assessment tool responses) compared to the total number
of responses, which is the sum of agreements and disagreements (Fleiss et al., 2003). Agreement
reliability between the principal researcher and student research assistant was found to have
77.1% agreement. The researcher and research assistant discussed their disagreements for
clarification. Further parameters were established for select assessment tool questions, and parts
of the tool were reworded for clarification before moving forward with data collection.
Food Bloggers
One hundred eighty-seven blogs were evaluated, out of which 100 blogs met the
inclusion criteria. Because there were blogs with more than one food blogger, two samples were
investigated: 111 bloggers (n1 = 111) and 100 food blogs (n2 = 100). There were 103 female
bloggers (92.8%) and 8 male bloggers (7.2%), as shown in Figure 1. There were seven blogs
(7%) with more than one blogger and 93 (93%) individual bloggers. Seven bloggers (6.3%)
claimed to have a nutrition-related degree, as seen in Figure 2. Out of those seven bloggers, six
had earned the RD/RDN credential, making up 5.4% of the total sample. Eight bloggers (7.2%)
claimed to have culinary training; however, none had a nutrition-related degree. Thirty-one
bloggers (27.9%) claimed to be a “healthy nutrition enthusiast,” which, for the purposes of this
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study, has been defined as any claim to having interest in healthy nutrition or recipes from the
blog’s “about” page, “work with me” or “contact” pages, and other pages where the blogger’s
backstory was located. Two bloggers (1.8%) were fitness instructors. Bloggers with medical
credentials were few with two bloggers (1.8%) stating to be registered nurses.

7%

93%
Female

Male

Figure 1. Proportion of bloggers who were male or female. This pie chart
shows the gender proportions of the analyzed food bloggers. The total
number of food bloggers was 111 (n1 = 111). There were 103 female
bloggers (93%) and 8 male bloggers (7%).
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6%

94%
Bloggers without a Nutrition-Related Degree
Bloggers with a Nutrition-Related Degree
Figure 2. Bloggers with a nutrition-related degree versus bloggers without a
nutrition-related degree. This pie chart shows the percentage of bloggers
who had a nutrition degree. A “Nutrition-Related Degree” included a BS,
MS, or PhD in nutrition or dietetics, or the RD/RDN credential. There were
104 bloggers (94%) with no nutrition degree and 7 bloggers (6%) with a
nutrition degree (n2 = 111).
The study also examined stay-at-home status and determined whether blogging was a
full-time or part-time venture. Eleven bloggers (9.9%) stated that they were stay-at-home
parents. A total of 51 bloggers (45.9%) stated that he/she did not have children, did not mention
children, and/or stated that he/she did not primarily stay at home to take care of children. Fortynine bloggers (44.1%) stated that he/she had children but did not indicate a stay-at-home status,
which assigned them to the “unknown” category as illustrated in Figure 3. Fifteen bloggers
(13.5%) blogged full-time while 32 bloggers (28.8%) blogged part-time. The blogging status was
unknown for 64 (57.7%) of the bloggers (refer to Figure 4).
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10%

46%
44%

Not a Stay-at-Home Parent

Unknown

Stay-at-Home Parent

Figure 3. Stay-at-home status of food bloggers. This pie chart shows the
percentage of bloggers who are a stay-at-home parent, who are not, and those
whose status is unknown (n1 = 111). Stay-at-Home Parent = the blogger
stated he/she is a stay-at-home parent or cares for children full-time and
stated he/she has children. Not a Stay-at-Home Parent = the blogger stated
he/she does not have children, or children are not mentioned, or stated he/she
does not primarily stay at home to take care of children. Unknown = the
blogger stated that he/she has children, but did not indicate a stay-at-home
status. Fifty-one bloggers (46%) were “Not a Stay-at-Home Parent,” 49
bloggers (44%) were “Unknown,” and 11 bloggers (10%) were “Stay-atHome Parent.”
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13%

29%

Unknown

58%

Part-Time

Full-Time

Figure 4. Proportion of full-time and part-time food bloggers. This pie chart
shows the percentage of bloggers who blogged full-time, part-time, or the
information was not available. Full-Time = blogger states he/she runs the
blog full-time. Part-Time = blogger states he/she runs the blog part-time or
explicitly states a second source of income. Unknown = the blogger did not
state any of the above information. Sixty-four bloggers (58%) were
“Unknown,” 32 bloggers (29%) were “Part-time,” and 15 bloggers (13%)
were “Full-Time.”
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Food Blogs
One objective of this study was to analyze why food bloggers write their blogs. Text was
gathered from “about” pages or equivalent introductory pages of 100 food blogs (n2 = 100) and
qualitatively analyzed by identifying themes and subsequent categories. A total of 63 initial
themes were identified and then condensed into 43 themes. The themes identified from the blog
content were used to determine the final categories. Table 1 shows the classification of the
various themes and corresponding categories. Blogs were placed in one of the following
categories: family cooking/home cooking (31%), share cooking experiences/product and
restaurant reviews (27%), specialty recipes (14%), general healthy eating/health and wellness
(11%), plant-based diets (11%), and special diets (6%). Refer to Figure 5.
Table 1
Blog Purpose Categories and Themes
Categoriesa
Themesa
Family Cooking/Home
Cooking

easy recipes, quick recipes, encourage home cooking, kidfriendly recipes, family-friendly recipes, budget-friendly recipes,
encourage eating together, hospitality/entertaining

Share Cooking
Experiences/Product and
Restaurant Reviews

adapted recipes, original recipes, favorite recipes, blogging
hobby, share recipes with family and friends, improve blogger’s
cooking skills, lifelong learning, product reviews, restaurant
experiences

Specialty Recipes

cultural recipes, exquisite and elegant recipes, sweet recipes,
bread machine recipes, smaller quantity recipes

General Healthy
Eating/Health and
Wellness

healthy living, healthy eating, clean eating, fresh ingredients,
local ingredients, organic ingredients, seasonal ingredients,
natural ingredients, made from scratch, avoid environmental
toxins, nutrition education

Plant-based Diets

vegetarian recipes, vegan recipes, produce-focused recipes

Special Diets

gluten-free, grain-free, dairy-free, refined sugar-free, low-carb,
paleo, whole 30, adaptable diet neutral recipes

a

Table shows thematic coding identified from introductory blog content. Thematic coding was
used to identify final categories for primary blog purposes.
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Special Diets
Family
Cooking/Home
Cooking

6%
Plant-based Diets

11%
31%

General Healthy
Eating/Health
and Wellness

11%

14%
Specialty Recipes

27%

Share Cooking
Experiences/Product and
Restaurant Reviews

Figure 5. Proportion of food blog purpose categories. This pie chart shows the proportion of
blogs based on primary purpose (n2 = 100). Qualitative analysis of “about” content involved
thematic coding following a three-step process resulting in the six final categories shown.
Refer to Table 1 for thematic coding included in each category. Thirty-one blogs (31%) were
“Family cooking/Home Cooking,” 27 blogs (27%) were “Share Cooking Experiences/Product
and Restaurant Reviews,” 14 blogs (14%) were “Specialty Recipes,” 11 blogs (11%) were
“General Healthy Eating/Health and Wellness,” 11 blogs (11%) were “Plant-based Diets,” and
6 blogs (6%) were “Special Diets.”
The study also investigated whether nutrition facts were provided with the recipes.
Nutrition facts, excluding number of servings/serving size, were provided in 24 blogs (24%, n2 =
100). Refer to Figure 6. Nutrition facts, such as servings/serving size, total calories, total fat,
saturated fat, carbohydrates, vitamins, and minerals, were provided in 88 blogs (88%).
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24%

76%

Blogs without Nutrition Facts

Blogs with Nutrition Facts

Figure 6. Proportion of food blogs with and without nutrition facts. The
number of servings/serving size was excluded. There were 76 blogs (76%)
that did not provide nutrition facts with their recipes and 24 blogs (24%) that
did provide nutrition facts with their recipes (n2 = 100).
The most frequent nutrition fact provided with the recipes was number of
servings/serving size, with 86 of the blogs (86%) providing that information. Twenty-four blogs
(24%) provided the number of total calories. Twenty-two blogs (22%) provided the amount of
total carbohydrates. Twenty-two blogs (22%) provided the amount of total fat. Twenty-two blogs
(22%) provided the amount of protein. Twenty blogs (20%) provided the amount of sodium.
Twenty blogs (20%) provided the amount of sugar. Eighteen blogs (18%) provided the amount
of fiber. Seventeen blogs (17%) provided the amount of saturated fat. Sixteen blogs (16%)
provided the amount of cholesterol. Thirteen blogs (13%) provided the number of calories from
fat. Twelve blogs (12%) provided the amount of calcium. Twelve blogs (12%) provided the
amount of iron. Twelve blogs (12%) provided the amount of vitamin A. Four blogs (4%)
provided the amount of trans fat. Two blogs (2%) provided the amount of vitamin D. One blog
(1%) provided the amounts of magnesium, zinc, vitamin E, vitamin K, thiamin, riboflavin,
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niacin, pyridoxine, folic acid/folate, and vitamin B12. Refer to Figure 7 to compare nutrition
facts provided on the blogs.
Calories - Total
Calories - From Fat
Carbohydrate - Total
Cholesterol
Fat- Total
Fat- Trans Fat
Fat - Saturated Fat
Fiber
Mineral - Calcium
Mineral - Iron
Mineral - Magnesium
Mineral - Zinc
Protein
Serving Size/Number of Servings
Sodium
Sugar
Vit A
Vit D
Vit E
Vit K
Vit C
Vit B1 thiamin
Vit B2 riboflavin
Vit B3 niacin
Vit B6 pyridoxine
Vit B9 folic acid
Vit B12 cyanocobalamin

24%
13%
22%
16%
22%
4%
17%
18%
12%
12%
1%
1%
22%
86%
20%
20%
12%
2%
1%
1%
12%
1%
1%
1%
1%
1%
1%
0
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Percentage of Blogs that provided the nutrition data
Figure 7. Nutrition facts provided from the food blogs. This horizontal bar chart shows
the variety of nutrition facts provided on the blogs and the percentage of blogs that
provided each nutrition fact. Percentages also reflect the number of blogs because the
sample size was 100 (n2 = 100). Eighty-eight blogs (88%) provided nutrition facts, when
including the number of servings/serving size. Twenty-four blogs (24%) provided
nutrition facts, when excluding the number of servings/serving size.
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The final two questions of the assessment tool looked at the presence of a recipe rating
system and industry-sponsored posts. Fifty-six blogs (56%) had a recipe rating system while 44
blogs (44%) did not, as shown in Figure 8. Industry-sponsored content was overwhelmingly
prevalent. Ninety-four blogs (94%) published sponsored posts, while six blogs (6%) did not, as
shown in Figure 9.

44%
56%

Blogs with Recipe Rating System
Blogs without Recipe Rating System
Figure 8. Proportion of food blogs with and without a public recipe rating
system. This pie chart shows the percentage of blogs that allow readers to
give a public numerical rating and review of blog recipes. There were 56
blogs (56%) that had a public recipe rating system and 44 blogs (44%) that
did not (n2 = 100).
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6%

94%
Blogs with Industry-Sponsored Content
Blogs without Industry-Sponsored Content
Figure 9. Proportion of food blogs with and without industry-sponsored
content. There were 94 blogs (94%) that published industry-sponsored
content and 6 blogs (6%) that did not (n2 = 100).
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Chapter Five: Discussion of Results
The purpose of this qualitative study was to evaluate the characteristics of food blogs and
credentials of food bloggers that potentially affect food choices. Ninety-three percent of the
bloggers were female. Although the cooking industry and professionally trained chefs are
predominantly male, it is clear that food blogging is female-driven. This may be due to the
flexible nature of blogging that is convenient for women who may have other responsibilities,
such as child-rearing. Food blogging typically starts out as a hobby that may turn into a small
income-generating activity as a side venture but not lucrative enough to support daily living.
Meal preparation in the traditional American home has also been the woman’s responsibility.
The sharing of recipes is typically done through female relatives and friends. Blogging has
become a great way to share and record favorite recipes. It is also important to note that only
eight bloggers (7.2%) claimed to have culinary training. It seems the food blogging world and
the professional culinary world do not overlap as much as one would expect. Sharing recipes via
blogging may not be a common outlet for a culinary professional, but instead, cooking and
serving dishes to patrons may be more aligned with the career.
The number of food bloggers with a nutrition-related degree has been shown to be
minimal. Only seven bloggers (6.3%) claimed to have a nutrition-related degree, and six of those
individuals had earned the RD/RDN credential, making up 5.4% of the total sample. Those with
a nutrition-related degree are more likely to have knowledge of basic nutrition principles that
may translate into healthier recipes. However, this does not mean that those without a nutritionrelated degree are not capable of sharing healthy recipes, but they may be more likely to accept
nutrition trends that are not evidence-based. About 28% of the bloggers claimed to be a “healthy
nutrition enthusiast,” but the accuracy of the bloggers’ nutrition knowledge is unknown. This
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study has also shown that only two bloggers (1.8%) were registered nurses, which may have
indicated a disconnect between food blogs and the medical community. No other medical
credentials such as Doctor of Medicine, Doctor of Osteopathic Medicine, Doctor of Physical
Therapy, or Doctor of Chiropractic were found. It is evident that registered dietitians, a group of
professionals who are food and nutrition experts, have a limited influence in the food
blogosphere. This is also most likely due to the priority of working a daytime job to earn enough
income. Registered dietitians are competent and knowledgeable in the areas of food and nutrition
and are trained to advise others with the goal of positive health outcomes. However, because
dietary counseling ultimately translates to food, it is important for clients to choose balanced
recipes. Registered dietitians should be able to provide food and recipe ideas that match the
client’s health goals or be able to provide reliable online sources to provide balanced recipes. It
was hypothesized correctly that a majority of the analyzed U.S. food bloggers did not have the
RD/RDN or other nutrition-related credentials. Opportunity is available for more RDs/RDNs to
increase their presence and influence in the world of food blogging.
Determining stay-at-home status of the blogger was difficult because the bloggers were
not interviewed. Eleven bloggers (9.9%) stated on their blogs that they were stay-at-home
parents while 51 bloggers (45.9%) were not. The stay-at-home status of the remaining 49
bloggers (44.1%) was unknown. Similarly, 15 bloggers stated that they blogged full-time while
32 bloggers (28.8%) blogged part-time. The blogging status was unknown for 64 (57.7%) of the
bloggers. These results show that food bloggers may not necessarily be transparent about their
backgrounds or the amount of time they dedicate to their food blogs. More definitive data may
have been found if the search parameters were expanded beyond the blog’s introductory pages.
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The qualitative analysis to determine the purposes of the blogs showed some insightful
statistics. The largest proportion of blogs turned out to be those with a family cooking/home
cooking purpose at 31% of the blogs. Blogs in this category focused on quick and easy recipes
that were family- and budget-friendly. These blogs were interested in sharing recipes that were
not complicated, but still tasted good. The second largest category was sharing cooking
experiences/product and restaurant reviews at 27% of the blogs. These blogs focused on sharing
their own cooking and dining experiences as a way to keep a record and share information with
others. The third largest category was specialty recipes at 14% of the blogs. These blogs shared
specialized recipes that were typically from another culture or required more advanced cooking
skills. Other recipes in this category were specialized, such as bread machine recipes or cooking
for two. These top three categories made up 72% of the blogs. Food bloggers seemed to be most
interested in finding and sharing recipes that were quick and easy for the busy American family.
This may be reflective of the busy American life and the strain of other activities on one’s time.
Increasing trends in dining out, company-sponsored posts, and interest in ethnic cuisines may be
other reasons for the large proportion of blogs in these categories.
The remaining three categories and their proportion of blogs included general healthy
eating/health and wellness (11%), plant-based diets (11%), and special diets (6%). The blogs in
these categories tended to focus on food ingredients that were fresh, natural, local, seasonal, and
organic. Some of the blogs advocated a plant-based diet like vegetarianism or veganism. Other
blogs shared recipes that were compliant with special diets including gluten-free, dairy-free, lowcarb, paleo, whole 30, and others. These blogs had a health-oriented purpose. However, most of
the analyzed food blogs did not have a health-oriented purpose, which supported this study’s
hypothesis that current food blog environments may not be supportive of health-conscious food
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choices. This study has shown that less than one-third (28%) of the study sample had healthoriented goals. A blog’s purpose may be influential in the types of recipes that are shared.
However, determining whether these blogs publish nutritionally balanced recipes is work for
future studies.
The study also found that a majority of the analyzed food blogs lacked nutrition facts
with recipes. Nutrition facts, excluding the number of servings/serving size, were provided in 24
blogs (24%). Including the number of servings/serving size changes that proportion to 88 blogs
(88%). Including the number of servings/serving size seems to be common with most of the
blogs, but including other nutrition facts like total calories or grams of carbohydrates is less
common. Research is inconclusive on whether providing nutrition facts influences food choice,
but there is no question that it provides more information for the reader/consumer before making
a decision. The most common nutrition facts provided were number of servings/serving size,
total calories, total carbohydrates, total fat, protein, sodium, and sugar. To our knowledge, there
have been previous studies which conducted nutrient analyses of food blog recipes, but no
studies on the proportion of food blogs that offer nutrition fact information with their recipes.
Recipe review rating systems were found in 56 blogs (56%). Although customer reviews
are used extensively for online shopping websites, such reviews may not be utilized as much on
food blogs. It was observed during data collection that recipe review rating systems were
incorporated into food blogs, but unlike shopping websites, few blogs had the functionality of
filtering recipe searches by rating. More than half of the blogs had a recipe rating system, but
more research is needed to determine influence of recipe ratings on recipe choice.
An overwhelming majority of blogs (94%) posted industry-sponsored content.
Companies have recognized and have taken advantage of the marketing/advertising opportunities
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available in the blogosphere. The fact that most food bloggers are getting compensated for
sponsored content is indicative of the influence bloggers can have.
Limitations
It is important to note that data were collected from food blogs and that the food bloggers
were not interviewed or surveyed. All results and discussion of data were dependent on
information that was made public on the food blogs. Therefore, accuracy on the data collected
about the food blogger may not have been complete. The blogger could have also changed
content at any time, which could affect the results of future data collection. Another limitation
may have been the source of the randomized list of blogs, a website called
americanfoodbloggers.com, which provided a list of American food blogs that were ranked using
Internet data from alexa.com, an Amazon company that specializes in Internet data analytics and
marketing. This list may have had inherent bias based on how blogs were approved and added to
the website. This study wanted to evaluate American blogs because this group likely had the
largest number of Americans reading their content.
A final limitation would be the newness of the assessment tool that was created for this
study. Although it was tested between two data collectors for intra-assessment and interassessment reliability, it would be prudent to continue reassessing this tool and making
adjustments if needed for continued consistent and accurate data.
Conclusion
It was hypothesized that most of the analyzed food bloggers would not have the RD/RDN
or other nutrition-related credentials and that this group would have created food blog
environments that were not necessarily supportive of health-conscious food choices. Based on
the data results, this hypothesis was supported. A small percentage (6.3%) of food bloggers
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claimed to have a nutrition-related degree, with only 5.4% of the bloggers being RDs/RDNs. A
majority of the blogs were not health-oriented, did not provide nutrition facts, and had industrysponsored content and recipe rating systems that potentially influence recipe/food choice. Future
studies of similar design, but with larger sample sizes, are warranted to corroborate the findings
of this study. Additional studies are also needed to determine if food blogs influence the food
choices and dietary patterns of readers. It is clear that more individuals with nutrition-related
credentials could build a stronger influence in the world of food blogging. There is also a
potential benefit of extending these research methods to other forms of social media since food
blogs are not the only source of food and recipe information. These findings may help
RDs/RDNs and other health professionals become more aware of the disconnect between dietary
guidelines and access to credible sources of recipes. By further understanding the social
media/consumer relationship and the practice of recipe sharing, nutrition experts and other health
professionals may be better able to serve their clients.
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